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Introduction

he comparative analysis is made based on the studies realized by each participating country in the
project named Start-Up Academy, having the reference number 2016-1-HU01-KA204022923.

Five organizations from 5 states (Hungary, Greece, Croatia, Romania and Spain) carried out a survey on

entrepreneurial skills and motivations with at least 100 — 100 respondents living mainly in their working areas.
The questionnaire included questions related to their demographic data (gender, age, finalized studies, type of
dwelling place), to their future vision, to their different type of competences (language, economic, etc.) and to
their entrepreneurial willingness. Each promotor had the opportunity to collect the answers from respondents

online or by fieldwork.

The answers were centralized by each organization in each country and were analyzed in the form of a study.
These were used to compare the characteristics and trends of the target groups of the involved states and
concluded in the present study. The findings of the analysis will be used to determine the following steps of the
present strategic project.

Presentation of the problem

According to the national reports of the participating countries, all of the involved states face similar problems
regarding the target group, youth: unemployment and not favorable environment for entrepreneurship.
Romania needs another 10 years in order to be able to offer an adequate business environment for youngsters
willing to become entrepreneurs. According to Romanian statistics, the rate of unemployment is around 4,2%,
under the European average. The government dedicated 2017 for entrepreneurship, trying to stimulate
youngsters to establish businesses by offering them financial aid through financing.

In Croatia the rate of unemployment is much higher, but it shows a decreasing tendency. 26,54% of the
youngsters between the ages 15 and 29 do not have a job.

In Greece besides high unemployment rate (22,5%), there is characteristic that entrepreneurship is not
embedded in the local culture and youth are not trained to become entrepreneurs. A major problem is that
are not created new job opportunities and this can emerge in massive emigration. This problem is
characteristic mainly the territories outside the capital.
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In Hungary unemployment rate among youth is around 19,1%, slightly over the EU average. In this country
there is characteristic a tendency of migration from the countryside towards towns and emigration to foreign
countries is also rising. Despite the fact that the number of youth finishing university studies has tripled since
2000 only 3% of youngsters having work experience become entrepreneurs. The foreign language
competences of Hungarian youngsters are not very well, because only one third of them speak one, and only
10% of them speak 2 or more languages. Hungarian companies have rather an innovative view. The survey
made by Agnes Téth in the frame of project “TAMOP- 4.2.2.A-11/1/KONV-2012-0058" highlights that 74,4% of
the respondents do not have the intention to become entrepreneurs and initiate their own business, while
among youngsters aged 18 to 29 only 33,5% this will is present in proportion of only 33,5%. 19% of Hungarians
believe that there is an entrepreneurial friendly environment in their country.

In Spain unemployment register also a high rate among youth between 15 and 24, it is 62,25% (date from
2012). Because of the lack of job opportunities, many people without adequate entrepreneurial skills started
their own business, but because of the missing skills these proved to be unsuccessful. In Andalucia universities

thrive to prepare students for becoming entrepreneurs in a competitive world.

COMPARATIVE ANALYSIS ON GENDER

Regarding gender, in all countries despite Greece, the higher proportion of respondents are Female, in
Romania and Croatia the percentage of Females are around 65%, in Spain and Hungary their proportion slightly
exceeds 50%. In Greece, 64% of the respondents are male. In Croatia and Romania 1-1% of the respondents

opted for the “other” answer.
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COMPARATIVE ANALYSIS ON DWELLING PLACE
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While in Romania the majority of respondents live in villages (59,20%), in Greece, Croatia and Spain they dwell
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in bigger cities, and in Hungary an equal percentage (36%) reside in village and town. In Greece and Spain the
smallest proportion of the people completing the questionnaire live in villages, while in Croatia, Romania and
Hungary they dwell in the capital city.
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COMPARATIVE ANALYSIS ON HIGHEST EDUCATION DEGREE
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As we can observe in the figure, the highest percentage of respondents from all countries finished high school
and the smallest proportion has PHD. Hungary has the biggest number of respondents with secondary school
(74%), Croatia, Romania and Spain registered a similar proportion of answers in this category, and therefore
around 50% of their respondents opted for the “high school” answer.

In Croatia 10% of the interviewees have university studies of 3 years, while 36% of them faculty with 5 year
duration. In Greece and Spain, a quite big proportion of the people who completed the survey, around 20%,

opted for the “other” option.
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COMPARATIVE ANALYSIS ON AGE
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Figure no.4

In Hungary, Greece and Croatia, the highest proportion of the respondents are between the ages 18 and 25,
while in Romania among the ages 14 and 18 and in Spain between 30 and 35 years old. In Croatia, Greece and
Hungary the smallest percentage of the people who completed the survey are among 14 and 18 years old,
while in Romania between the ages 30-35 and in Spain among 18 and 25 years.
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COMPARATIVE ANALYSIS: HOW | SEE MYSELF IN 10 YEARS?

This question reflected on the vision of the respondents related to their professional future: whether they
want to remain at home or to move in a larger city or abroad, but also if they would like to work as employees

(subordinate, leader, manager, CEO) or to become self-employed, entrepreneurs. The interviewees opted
mainly for the following answers:

Top 3 choices in Spain: want to initiate their own business in their hometown, to work as managers in
another country or to move to a bigger city and create their own business

Top 3 choices In Croatia: to work in local a company, to make my own business, to move in a bigger city
and work for a company

Top 3 choices in Greece: to be manager in a company abroad, to remain home and initiate own business, to
work abroad in a company

Top 3 choices in Hungary: moving in a bigger city and working in a company as an employee or manager,
initiate own business at home, working abroad as employee

Top 3 choices in Romania: almost the same proportion of the people completing the questionnaire would
like to remain home and work as a self-employee (26,5%) or initiate their own business (25,5%). An equal
percentage (7,1%) of the respondents would like to move abroad in order to occupy a leading position o to
move in a bigger city to be self-employed.

COMPARATIVE ANALYSIS OF THE FINANCIAL PLANNING SKILLS
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In the majority of the participating countries (except Croatia and Spain), the highest proportion of respondents
declared that they only sometimes understand financial planning: Hungary 40%, Greece 34%, and Romania
38%. Therefore, the target group was not very confident related to their financial knowledge.

In Croatia, the biggest percentage (38%) of the interviewees opted for the , often” option. In Spain, an equal
number of people had chosen the “always” and “sometimes” alternatives. In Hungary, a very high proportion
of the respondents declared that they never understand financial planning (34%). After Spain, Croatia is the
country where the interviewees often understand economical aspects (38%).

COMPARATIVE ANALYSIS OF SELLING SKILLS
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In Spain a high percentage of people said that they can sell always anything (72,82%). In Croatia, Romania and
Hungary, the majority of the respondents affirmed that they are able to sell often anything, while in Greece

the highest proportion of the interviewees were not so confident in their selling skills, 46% opted for the
“sometimes” option.
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COMPARATIVE ANALYSIS OF LANGUAGE SKILLS
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Regarding English presentation skills, Spain has the best situation, because 67% of the people completing the
questionnaire affirmed that they always communicate well in English and their mother tongue when it comes
to presentations. An equal proportion of interviewees from Croatia opted for the “always” and “often” option.
The majority of Romanians and Hungarians only sometimes are able to present in foreign language, but the
Greeks often.
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COMPARATIVE ANALYSIS OF THE MOTIVATION TO
BECOME AN ENTREPRENEUR
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In Spain the highest motivational aspect of the respondents to become an entrepreneur and to initiate their
own business is that they have good idea (54,70%), in Croatia (25,7%), Hungary (27%) and Romania (33,7%) to
become their own boss, in Greece (32%) to try themselves. As we can see on the chart, a fairly high proportion

of the interviewees in all involved countries opted for the “becoming own boss” option (between 24% and
43,40%).
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COMPARATIVE ANALYSIS OF THE DEMOTIVATION
TO BECOME AN ENTREPRENEUR
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In all participating countries, the most demotivating factor is the bureaucracy and the lack of funds. The
highest percentage of answers was registered in Spain, 60,40% of the respondents opted for this option. An
almost equal proportion of interviewees from Greece (43%) and Romania (41,80%) had chosen this alternative
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COMPARATIVE ANALYSIS ON THE QUESTION
“DO YOU HAVE A PROJECT IDEA?”
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The respondents in all countries have project ideas, because they opted for the “yes” answer in a higher
percentage, but in Hungary, Greece and Croatia there is only a slight difference between the proportion of
“yes” and “no” answers ( between 2%-5%).

In Spain and Romania people are very creative and with initiative, in Spain 83% said that they have project
ideas, while in Romania 65% of the respondents had chosen the “yes” alternative.
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COMPARATIVE ANALYSIS ON THE BUSINESS TYPE
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In all participating countries the majority of people would provide services if they would establish a business:
Croatia 59%, Romania 54%, Greece 44%, Spain 53,8% and Hungary 66%. As we can observe on the chart, the
answers related to the involved states are quite divided between the “product” and the “new product-
service” option, only Greece stands out with 41% of the answers going to the latest option.
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COMPARATIVE ANALYSIS ON HOW RESPONDENTS SEE
THEIR BUSINESS ENVIRONMENT

Except Greece, in all the other participating countries the respondents see business opportunities in their
areas. Romanians are the most optimistic related this question, because 69,40% of the interviewees opted for
the “yes” answer, and Greeks are the most pessimistic, because 62% of those who completed the survey had
chosen the “no” answer. Croats also see in a high percentage (57%) business opportunities in their areas.
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COMPARATIVE ANALYSIS ON TYPE OF HELP RESPONDENTS
WOULD NEED TO START THEIR BUSINESS
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The majority of respondents in all participating countries stated that they would need financial support to start

their business. In Hungary and Greece the second most chosen option was “partners”, while in Spain, Romania
and Croatia “training”.
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SUMMARY AND CONCLUSIONS IN ENGLISH

The Start-Up Academy project involves 5 organizations from 5 different countries (Hungary, Greece, Croatia,
Romania and Spain) aiming to identify and develop the entrepreneurial skills and motivations of the target
group, respectively young adults from each participating state. The first major activity of each involved partner
organization was to carry out a survey on entrepreneurship among 100-100 respondents living in their activity
area. It analyzed besides the demographic data (age, studies, living place, etc.), the abilities of the respondents
(management and marketing skills, foreign language competences), their business literacy and willingness to
become entrepreneurs. The promoters carried out the survey especially online, but also through fieldwork.
After the centralization of the answers, each participating country analyzed the results in a form of a study.
These were used to compare the characteristics and trends of the target groups of the involved states and
concluded in the present analysis. The findings of the study will influence the following steps of the present
strategic partnership.

In Romania the biggest rate of the respondents live in rural area, while in Greece, Croatia and Spain they reside
in bigger cities. In Hungary an equal proportion (36%) live in village and town. The highest proportion of
interviewees in all countries, except Greece, were Female. In Hungary, Greece and Croatia, the highest rate of
the people completing the survey are among the ages 18 and 25, while in Romania between 14 and 18, in
Spain and 30 and 35. Regarding studies, the biggest part of the respondents from all countries graduated high
school. The highest percentage of interviewees with secondary school diploma was registered in Hungary
(74%), while 50% of respondents from Croatia, Romania and Spain graduated high school.
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The conclusions deriving from the comparative study are:

v

v

<\

The ranking of the respondents in each participating country regarding how they see themselves in 10 years
is very different, but “initiating own business” always appears in the top 3 choices in all states

Financial planning is only sometimes well understood in the majority of the countries, except Spain where
equal proportion of people (41%) opted for the “always” and “sometimes” option and Croatia, where
interviewees are more confident related to their financial knowledge (38% often)

Spanish people have very good selling and English presentation skills (around 70% opted for the always
option). Romanians and Hungarians are able to sell often anything (around 40%), but only sometimes to
present in their mother tongue or in English. Croats are more confident related to their selling and
presentation skills (mainly opted for the “often” option). Greeks consider themselves better presenters
than sellers.

The highest motivational factor to become entrepreneur is different from country to country, while Spanish
respondents highlight their good ideas, Croats, Romanians and Hungarians would like to become their own
boss and Greeks to try themselves.

In all countries, the highest demotivation factor to establish their own business is the lack of funds and
bureaucracy.

The respondents in all participating states have business ideas, the highest proportion of “yes” answers
being registered in Spain and Romania

The highest proportion of the interviewees from Spain, Hungary, Croatia, Romania and Greece would opt
for providing some kind of services if they would have the opportunity to initiate their own business.
Besides Greeks, the respondents in all the other countries see business opportunities in their area.
Respondents in all countries would need financial support to become entrepreneurs, but also the need for

trainings and partners can be also found between the options of the interviewees.
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Recommendations related to the conclusions:

The main intervention area concerning the target group is the development of skills and competences,
especially those directly connected to entrepreneurship, for example communication in foreign languages
(mainly English) and financial, management and marketing skills. Speaking English at a conversational level is
essential in the business sector in order to close foreign partnerships, to establish connections with potential
customers, suppliers or even investors outbound. Having good management competences is recommended for
the adequate administration of the company and/or its departments, in terms of human resources, acquisition,
selling and other processes. Marketing skills are needed for making more fluent the selling process by
promoting the provided services and/or goods for a wider target group on the market (advertisement, Public
Relations, etc.). Financial competences are indispensable in order to adequately size up the costs, the margin
and the revenues of the Start-up, to monitor if the company is profitable or unprofitable, and to take the

necessary measures to redress the situation.

The development of competences can be achieved through many methods:

1. Participating in formal training sessions connected to this area which help youngsters willing to create
their startups to acquire the practical skills needed to efficiently establish and conduct their businesses.
The content and methodology used during these trainings should enable the multilateral development of
the target groups in order to prepare them to face all kind of challenges the business sector confronts
them with (marketing, financial, promotion, selling, etc.).

2. Participating in programs based on non-formal methods, for example in mobilities taking place on the
framework of the Erasmus Plus Program of the European Union. These projects (youth exchanges,
trainings, European Voluntary Service) enable youngsters to travel abroad, to get acquainted with the
general and even entrepreneurial culture of foreign countries and to develop key competences in an
active, informal way.

3. Participating in internships in different inbound and outbound companies in order to gain practical
experience related to how a business operates to be able to decide if initiating their startup is a feasible

idea or not.
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SUMMARY AND CONCLUSIONS IN CROATIAN - SAZETAK |
ZAKLJUCCI

Projekt Start-Up Academy ukljucuje 5 organizacija iz 5 razlicitih zemalja (Madarska, Grcka, Hrvatska, Rumunjska
i Spanjolska) s ciljem identificiranja i razvijanja poduzetnickih vjestina i motivacije ciljne skupine - mladih osoba.
Prva veda aktivnost svake uklju¢ene partnerske organizacije bila je provesti anketu o poduzetnistvu medu 100-
100 ispitanika koji Zive na podrucju na kojem se provode projektne aktivnosti. Analiziralo se pored
demografskih podataka (dob, obrazovanje, mjesto Zivljenja, itd.), sposobnosti ispitanika (menadZmenta i
marketinske, poznavanje stranih jezika), poslovna pismenost i spremnost da postanu poduzetnici. Partneri su
proveli anketu prvenstveno putem interneta, ali i izvrsili ispitivanje na terenu. Nakon prikupljanja odgovora,
svaka zemlja sudionica je analizirane rezultate oblikovala u studiju. One su koristene za usporedbu
karakteristika i trendova ciljnih skupina ukljuc¢enih drzava, a zaklju¢ci su izneseni u ovoj analizi. Zakljucci studije
utjecat ¢e na sljedecée korake ovog strateskog partnerstva.

U Rumunjskoj najveca stopa ispitanika Zivi u ruralnim podrugjima, dok u Grékoj, Hrvatskoj i Spanjolskoj Zive u
vecim gradovima. U Madarskoj jednak udio (36%) Zivi u selu i gradu. Najveci udio ispitanika u svim zemljama,
osim Grcke, bili su Zene. U Madarskoj, Grckoj i Hrvatskoj, najvisa stopa ispitanika bila je u dobi od 18 i 25
godina, dok je u Rumunjskoj izmedu 14 i 18 godina,a u Spanjolskoj 30 i35 godina. Temeljem studije, vidljivo
je da je najveci dio ispitanika svih zemalja zavrsilo srednju skolu. Najveci postotak ispitanika sa srednjoskolskom
diplomom zabiljezen je u Madarskoj (74%), dok je 50% ispitanika iz Hrvatske, Rumunjske i Spanjolske zavrgilo

visu Skolu.
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Zakljucci koji proizlaze iz komparativne studije su:

v" Poredak ispitanika u svakoj zemlji sudionici, u pogledu nacina na koji se oni vide tijekom 10 godina, vrlo je
razlicit no "pokretanje vlastitog poslovanja" uvijek se pojavljuje u prva tri izbora u svim drzavama

v" Financijsko planiranje je samo ponekad razumljivo u veéini zemalja, osim Spanjolske gdje se jednaki udio
ljudi (41%) odlucio za "uvijek" i "ponekad" opciju i Hrvatsku, gdje se ispitanici viSe oslanjaju na svoje
financijsko znanje (Cesto i 38%)

v" Spanjolci imaju vrlo dobre prodajne i prezentacijske vjeitine na engleskom jeziku (oko 70% se odluilo za
opciju uvijek). Rumunji i Madari ¢esto mogu prodati sve (oko 40%), ali samo ponekad prezentirati na svom
materinskom ili engleskom jeziku. Hrvati imaju vise samopouzdanja vezano uz njihove prodajne i
prezentacijske vjestine (uglavnom se odlucili za "¢esto" opciju). Grci se smatraju boljim prezentatorima
nego prodavacima

v" najée$éi motivirajudi éimbenik za postati poduzetnik razlikuje se od zemlje do zemlje: dok ispitanici iz
Spanjolske isti¢u svoje dobre ideje; Hrvati, Rumuniji i Madari Zele postati vlastiti $ef, a Grci Zele okusati
svoje sposobnosti

v" U svim zemljama, najveéi demotivirajudi faktori za zapocinjanje vlastitog poslovanja su nedostatak sredstava
i birokracija

v Ispitanici u svim drzavama sudionicama imaju poslovne ideje, a najveci udio odgovora "da", registriran je u
Spanjolskoj i Rumunjskoj

v" Najvedi udio ispitanika iz Spanjolske, Madarske, Hrvatske, Rumunjske i Gréke odlugit ée za pruzanje nekih

usluga ako bi imali priliku pokrenuti vlastito poslovanje

<\

Osim Grka, ispitanici iz svih drugih zemalja vide poslovne prilike na svom podrucju
v Ispitanicima u svim zemljama potrebna je financijska potpora kako bi postali poduzetnici, ali navedena je i

potreba za edukacijama i pronalaskom partnera
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Preporuke vezane uz zakljucke:

Glavna intervencijska podrucja koja se odnose na ciljnu skupinu je razvoj vjestina i kompetencija, posebno onih
izravno povezanih s poduzetnistvom, npr. Komunikacija na stranim jezicima (uglavnom engleski) i financijske,
menadZerske i marketinske vjestine. Govorenje engleskog jezika na razgovornoj razini bitno je u poslovhom
sektoru kako bi se zatvorili inozemna partnerstva, uspostavili veze s potencijalnim kupcima, dobavljac¢ima ili ¢ak
izlaznim ulagadima. Preporucujemo odgovarajucu administraciju tvrtke i / ili njegovih odjela u smislu ljudskih
resursa, stjecanja, prodaje i drugih procesa. Potrebne su marketinske vjestine kako bi se prodajni proces ucinio
uspjesnijim promicanjem pruzenih usluga i / ili robe za Siru ciljnu skupinu na trzistu (oglas, odnosi s javno$éu
itd.). Financijske su sposobnosti neophodne kako bi se adekvatno smanijili troskovi, marze i prihodi Start-upa,
kako bi se pratilo je li poduzece profitabilno ili neprofitabilno te kako poduzeti potrebne mjere kako ispraviti
situaciju.

Razvoj kompetencija moze se postic¢i kroz mnoge metode:

1. Sudjelujuéi na formalnim treninzima povezanim s ovim podrucjem koje pomaZzu mladima spremnima za
stvaranje svojih startupa kako bi stekli prakti¢ne vjestine potrebne za ucinkovito uspostavljanje i vodenje
poslovanja. SadrZaj i metodologija koristena tijekom ovih treninga trebala bi omoguciti multilateralni
razvoj ciljnih skupina kako bi ih se pripremilo za sve vrste izazova s kojima se suocava poslovni sektor
(marketing, financijska potpora, promocija, prodaja itd.).

2. Sudjelovanje u programima temeljenim na neformalnim metodama, primjerice u mobilnostima koje se
odvijaju u okviru Erasmus Plus programa Europske unije. Ti projekti (razmjene mladih, treninzi, Europska
volonterska sluzba) omogucuju mladima da putuju u inozemstvo, upoznaju se s opom i ravnopravnom
poduzetni¢kom kulturom stranih zemalja te da razvijaju klju¢ne sposobnosti na aktivan i neformalan nacin.

3. Sudjelovanje na istaZivanju u razlicitim ulaznim i odlaznim tvrtkama kako bi stekli prakti¢no iskustvo

vezano za poslovanje tvrtke kako bi se moglo odluditi je li pokretanje startup-a izvediva ideja ili ne.
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SUMMARY AND CONCLUSIONS IN SPANISH - RESUMEN Y
CONCLUSIONES

El Proyecto Start-Up Academy involucra a 5 organizaciones de 5 paises diferentes (Hungria, Grecia, Croacia,
Rumania y Espafia), con el fin de identificar y desarrollar habilidades y motivaciones emprendedoras entre un
grupo objetivo, respectivamente jovenes adultos de cada estado participante. La primera actividad importante
de cada organizacidn socia involucrada ha sido llevar a cabo un estudio sobre emprendimiento a 100
encuestados residentes en su area de actividad. Ademds de datos demograficos (edad, estudios, lugar de
residencia, etc) se han analizado las habilidades de los encuestados (habilidades de gestion y marketing,
competencias en lengua extranjera, etc...) conocimientos en negocios y motivacion para ser emprendedores.
Los promotores han llevado a cabo el estudio especialmente online, pero también a través de trabajo de
campo. Después de la centralizacién de las respuestas, cada pais participante ha analizado los resultados en un
estudio. Estos han sido usados para comparar las caracteristicas y tendencias de los grupos objetivo de los
estados involucrados y ha concluido con el presente analisis.

En Rumania, la mayor parte de los encuestados residen en zona rural, mientras que en Grecia, Croacia y
Espafia residen en ciudades mayores. En Hungria una proporcidn igual (36%) viven en pueblos y ciudades. La
mayor proporcion de entrevistados/as en todos los paises, excepto Grecia, han sido mujeres. En Hungria,
Grecia y Croacia, el mayor porcentaje de personas que han completado la encuesta tienen entre 18 y 25 afios,
mientras que en Rumania tienen entre 14 y 18 y en Espafia entre 30 y 35. Con respecto a los estudios, la mayor
parte de encuestados de cada pais son graduados en Secundaria. El mayor porcentaje de entrevistados con
Diploma en Educacidn Secundaria se ha registrado en Hungria (74%), mientras que 50% de entrevistados de

Croacia, Rumania y Espafia, ha sido en Graduados en educacion secundaria.
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Las conclusiones derivadas del estudio comparativo son:

v" El ranking de entrevistados en cada pais participante con respecto a cémo se ven en 10 afios es muy
diferente, pero “iniciando un negocio propio” aparece siempre entre las 3 primeras elecciones en todos los
paises.

v" La planificacién financiera es “bien entendida” sélo a veces en la mayoria de los paises, excepto en Espaiia,
donde una proporcién igual (41%) optaban por “siempre” o “a veces” y Croacia, donde los entrevistados se
muestran mas confiados con respecto a su conocimiento financiero (38% a menudo).

v Los espafioles tienen muy buenas habilidades en ventas y presentacién en Inglés (alrededor del 70%
optaron por la opcidn siempre). Los rumanos y Hungaros son capaces de vender cualquier cosa “a menudo”
(alrededor del 40%), pero solo “algunas veces” son capaces de presentar en su lengua materna o en inglés.
Los Croatas estan mas confiados en sus habilidades de venta y presentacion (principalmente optaban por la
opcién “a menudo”). Los griegos se consideran mejores presentadores que vendedores.

v" El mayor factor motivacional para ser emprendedor es diferente de pais a pafs, mientras que los
entrevistados espanoles tienen buenas ideas, los croatas, rumanos y hiingaros quieren ser su propio jefe y
los griegos quieren probarse a si mismos.

v" En todos los paises, el principal factor de desmotivacién para establecer un negocio propio es la falta de
financiacion y burocracia.

v" Los entrevistados de todos los estados participantes tienen ideas de negocio, la mayor proporcién de
respuestas positivas se han registrado en Espafia y Rumania.

v" La mayor proporcién de entrevistados de Espafia, Hungria, Croacia, Rumania y Grecia optarian por

proporcionar algun tipo de servicio si tuvieran la oportunidad de iniciar su propio negocio.

<\

Salvo los griegos, los entrevistados en los demas paises ven oportunidades de negocio en su area.
v" Los entrevistados de todos los paises necesitarian apoyo financiero para ser emprendedores, pero también

la necesidad de formacion y socios puede encontrarse entre las opciones de los entrevistados.
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Recomendaciones relacionadas con las conclusiones:

La principal area de intervencion en relaciéon con el grupo de interés es el desarrollo de aptitudes y
competencias, especialmente las directamente relacionadas con los emprendedores, por ejemplo, la
comunicacion en otros idiomas (principalmente inglés) asi como las competencias financieras, de gestién y de
marketing. Hablar inglés en un nivel de conversacion es esencial en el sector empresarial con el fin de cerrar
acuerdos con socios extranjeros, para establecer acuerdos con clientes potenciales, proveedores o incluso
inversores. Se recomienda disponer de buenas competencias de gestion para la adecuada administracién de la
empresa y / o sus departamentos, en términos de recursos humanos, adquisicidn, venta y otros procesos. Las
herramientas de marketing son necesarias para hacer mas fluido el proceso de venta mediante la promocién y
publicidad de los servicios prestados y / o productos para un grupo objetivo mas amplio en el mercado
(publicidad, relaciones publicas, etc). Disponer de herramientas financieras es necesario para adecuar los
costes, los margenes y los ingresos de la Starts Up, y asi controlar la rentabilidad de la empresa y disponer de
las medidas necesarias para corregir la situacion.

El desarrollo de las competencias se puede lograr a través de algunos métodos como son:

1. Participar en sesiones formativas formales relacionadas con estas areas que ayuden a los jovenes
emprendedores a crear sus Startups y adquirir las habilidades practicas necesarias para establecer y dirigir
sus negocios de manera eficiente. El contenido y la metodologia utilizados durante estas formaciones
deben permitir el desarrollo multilateral de los grupos destinatarios para prepararlos para hacer frente a
todo tipo de desafios que enfrenta el sector empresarial (marketing, finanzas, promocién, venta, etc.).

2. Participar en programas basados en métodos no formales, por ejemplo, en las movilidades que tienen
lugar en el marco del programa Erasmus Plus de la Unién Europea. Estos proyectos (intercambios de
jévenes, formaciones, voluntariado europeo) permiten a los jovenes viajar al extranjero, familiarizarse con
la cultura general e incluso cultura empresarial de los paises extranjeros y desarrollar competencias clave
de manera activa e informal.

3. Participar en la realizacion de practicas en diferentes empresas con el objetivo de obtener experiencia en

el funcionamiento de la misma para poder decidir si es factible o no su puesta en marcha.
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SUMMARY AND CONCLUSIONS IN GREEK - NEPIAHWH KAl
2YMNEPAZMATA

To €pyo Start-Up Academy mepthappavel 5 opyaviopoUg and 5 Stadopetikég xwpeg (Ouyyapia, EANGSa,
Kpoatia, Poupavia kat lomavia) kol oToxeUeL GTOV EVTOTILOUO KAl OTNV QVATTTUEN TWV ETUXELPNMATIKWY
Se€LOTNTWV KAl KLVATPWVY TNG OUAdaG-oTdXoU, avtiotolya, Twy VEWV evnAikwy amo KABe cUUETEXOUCA XWPA.
H mpwtn onuavtikn dpaoctnplotnTa KABe eUMAEKOUEVOU OPYAVIOHOU-ETAlpOU ATaV N Sletaywyn €peuvag
OXETLKA UE TNV ETUXELPNHMATIKOTATA a6 100 atopa -100 epwtnBEvteg oL omoiot Louv oTNV MEPLOXN
S6paoTNPLOTNTAG TWV 0PYAVIOHWY. EKTOG amo ta dnuoypadikd Sedopéva (nAkia, ekmaibevon, TOMOG KATOKIOG
KATL.), avaAUEL KaL TLG LKAVOTNTEG TWV €pWTNOEVTWY (5€ELOTNTEG LAVATIUEVT KOl LAPKETLVYK, SEELOTNTES EEVV
YAWOOWV), TIG ETUXELPNUATIKEG TOUG YVWOELG KL TNV poBupia Toug va yivouv emiyelpnuaties. Ot etaipot Tou
£€pyou Tpaypatonoinoav Thv £épeuva KUplwg SLadSIKTUOKA, OAAG Kol LECW TNG EMLTOTLAG £peuvag. MEeTA Tn
CUYKEVTPWON TWV AMOVINOEWY, KABE CUUUETEXOUOA XWPO AVEAUCE T amoTeAEoATA O Hopdn MEAETNC.
Auta xpnoLuomnolnnkav yla va cuykplBoUv Ta XapaKTNPLOTIKA KoL OL TACELS TWV OPASWV-0TOXWV TWV
EUMAEKOEVWV XWPWV KATAANYyOVTOG 0TNV Ttapouca avaiuaon. Ta eupApata thg LeAETNG Ba emnpedoouy Ta
akoAouBa Bripata TG mapoUoag OTPATNYLKAG ETALPLKNAG OXECNG.

2tn Poupavia, o HeyaAUTePOC aplOuog epwtnBEVTWY (el OE AYPOTIKEG TIEPLOXEC, EVW oTnv EAAASa, tnv Kpoatia
KaL tnv lomavia katowoUv o peyaAltepeg MOAELS. ZTnv Ouyyapla, To i6lo mooootd (36%) LeL o YwPLO KL
TOAN. To HeyaAUTEPO TTOCOOTO TWV EPWTNBEVTWY O€ OAEG TLG XWPEG EKTOG TNG EANASOG ATAV YUVAIKEG. ZTNV
Ouyyapla, Tnv EAMGSa kat tnv Kpoatia, o uPnAdtepog aplOdg atouwy ou CUMIARPpWoAV Tny Epeuva eivat
MeTaEL Twv 18 kal 25 eTwv, evw otn Poupavia petagu 14 kat 18 etwv kat otnv lomavia petagu 30 kal 35 €Twv.
3 0,TL adopd TNV eknaideuaon, To LEYOAUTEPO HEPOC TWV EPWTNOEVTWY amd OAEG TLG XWPEG anodoltnoe anod
1o AUKelo. To uPnNAOTEPO MOCOOTO TWV EpWTNBEVTWY pe SimMAwpa deutepofadbuiag ekmaideuong,
kataypadnke otnv Ouyyapia (74%), evw to 50% Twv epwtnBéviwy amnd tv Kpoatia, Tn Poupavia kat thv

lonavia anogoitnoe anoé to AUKeLO.
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Ta CUUTTEPACUATA TTOU TTPOKUTTTOUV OITO T CUYKPLTIKN UEAETN Eival:

v H katdTafn Twv epwTnOEVTWY o KAOE CUIHETEXOUCA XWPA OXETLKA HE TO TWE PAEMOUV TOUC EQUTOUE TOUG
og 10 xpovia sivat mohU Stadopetikn, aAld n emthoyn «évapén tng SIKAC Lou emLXelpnong» epdaviletal
TLAVTA OTLG TPELG TIPWTEC EMIAOYEC O€ OAEG TIG XWPEC.

v O XpPNHUOTOOLKOVOULKOC TIPOYPOUHATIOHOC Eival HEPLKES GOPEC TIOAY KATAVONTOG OTLS TEPLOCOTEPEC XWPEC
€KTOG amo tnv lomavia, 6mou to (510 T0C0oTO TwV ATOUWV (41%) eméNege TNV EMAOYN «TIAVTO» KL KOUXVA»
KaL otnv Kpoatia, 6mou oL epwTnBEVTEC ElvVaL TILO GLlyoUPOL YL TLG OLKOVORLLKEG TOUG YVWOELS (38%
andvtnoav cuyva).

v Ot lomtavol £xouv oAU KAAEC LKOWATNTEC OTO KOPUATL TwV MWARCEWY KABWE Kat ayyAKES SEELOTNTES
napouciaong (repimou to 70% snele€s tnv emdoyn «mtdvta»). Ot Poupdvol kat ot Olyypol sivat os Béon
va TwAoUV cuxva otdnmote (mepimou 1o 40%), aANG LOVo pepLkéG popég Sle€dyouv pia mapouciaon otnv
UNTPLKN Toug YAwaoa ) ata ayyAkd. Ot KpodTeg elval o olyoupol OXETIKA LLE TLG TWANCELG KA TLG
Se€lotnTeg mapouaciaong (emhéyouv Kupiwg TNV emthoyn «auxva»). OLEAnveg Bewpolv Toug eautolG Toug
KAAUTEPOUG TTOPOUCLAGCTEG ATO OTL IWANTEC.

v 0 UPNAGTEPOC TTOPAKLVNTIKOC TTAPAYOVTOGS YL Va. YIVEL KATIOLOC EMIKELpNHaTiOC SladEpel amd Xwpa o
Xwpa, evw ot lomavol tovidouv TIg KaAEG L6EeG TouG, oL Kpodrteg, ol Poupdvol kat ot Ouyypot Ba nBelav va
yivouv adevtikd Tou eautol Toug Kat ot EAANVEG va SOKIUACOUY TOV EAUTO TOUC.

v Zg BAEC TIC XWPES, 0 LPNASTEPOC TIapdyovTag amoBdppuvanc yia Tn Snpoupyio TNS SIKAG TOUg
eruxeipnong eivat n éNewpn kebolaiwv kat n ypadelokpatia.

v OLepWTNOEVTEC O OAEC TL CULLETEXOUGCEC XWPES EXOUV ETIXELPNHUATIKEC LOEEC, KABWIC TO LEYOAUTEPO
TIOCOOTO ATMOVTHOEWVY «vaL» Kotaypddetal otnv lomavia kat tn Poupavia.

v To uPnAdTEPO MOCOOTO TWV EpWINBEVTWY amd Tnv lomavia, Tnv Ouyyapioa, Tnv Kpoatia, Tn Poupavia kot
v EAGSa Ba eméleye TNV apoxr KAoLwy uUmnpectwy v Ba gixav tnv eukatpia va Eekvicouv tn Sk
TOUG eMIKElPNON.

v EKTAC amo toug EAANVEG, oL epwtnOEVTEC 08 OAEC TLC AANEC XWPEC BAETIOUV ETILXELPN LOTLKES EUKALPLEC OTNV
TepLOXH TOUG.

v Ol EpWTIWHEVOL OE OAEC TLC XWPEC B0l XPELAGTOUV OLKOVOWLKH GTAPLEN YLOL VoL YivOUV ETIXELPNHATIES, OAAG
KOl N 0VAYKN Lo KATAPTLON Kal yla elpeon etaipwv Pplokovtal emiong avapeoa otig EMAOYEG TwV

£pwWTNOEVTWY.
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JUOTAOELG OXETIKA UE TO CUUTTEPALOUATOL:

H kUpLa meploxn mapépBacng oXETLKA e TNV oada oTOXo €lval n avamtuén LkavoTATwyY Kot Se€LotnTwy,
€LOLKOTEPA EKELVWY TIOU GUVSEOVTOL QECA LE TNV ETILXELPNLATLKOTNTA, OTIWGE YLA TTAPASELYLA N ETILKOWVWVLA
OTLG §€VeG YAWOOEG (KUPLWG 0TNV ayyALKn) Kal oL S€ELOTNTEG OTOV TOUEN TNG XPNUATOSOTNONG, TG Slolknong
Ka Slaxeiplong Kat Tou papkeTvykK. H opdia ota ayyAlkd o€ eminmedo cuvopAiog eival anapaitntn otov
ETUXELPNMATIKO TOMEN WOTE VoL ETITEUXOOUV EEVEG ETALPLKEG OXEOELG, va eSpalwBolv oxéoelg e SuvnTkoUg
TEAATEC, TPOUNOEUTEG I AKOMA KAL e EEWTEPLKOUG EMEVOUTEG. EXovTag KaAr SLOLKNTIKA LKOVOTNTA CUVLOTATOL
yla TNV KatdAAnAn Sloiknon tng etatpeiag f/kat twv tHNUAtwy g, 6cov adopd Toug avlpwrivoug mopoug,
v e€ayopd, tnv nwAnon kot AAAeg Stadikaoieg. OL S§LOTNTEG LAPKETIVYK QTTOULTOUVTOL YLAL LA TILO EVEALKTN
Sladikaoio mwAnong pe TNV mpowbnon Twv MAPEXOUEVWY UTINPECLWY /KoL ayabwv yla pia euputepn opdada-
OTOX0 otV ayopd (dtadpnuion, SnUdoleg oxEoeLS K.ATL). OL XpNOTOOLKOVOULKEG LKAVOTNTEG (VoL amapaitnTeg
YLaL TNV ETIOPKI TIPOCOPOYT TOU KOOTOUG, TOU MEPLBwpPLou Kal Twv 008wV TOU EKLVALLATOG LA ETLXELPNONG,
yla tnv mapakoAouBnon tng kepdodopiag i tng un kepdodoplag tng kat yia tn AnPn Twv avaykaiwv HETpwy
YL TNV QWVTLUETWITLON KO TNV OITOKOTAOTOON LLOG KATAOTAONG.

H avamntuén twv deflotitwy pmopel va emniteuyBet pe moAAEg pebodouc:

1. MEe TNV CUUUETOXN OE EMIONUEG EKTIOLOEUTIKEG CUVAVTHOELG TTIOU CUVSEOVTOL UE QUTOV TOV TOUEQ, Ol
omoie¢ BonBouv Toug vEoug Ttou emBupoUV va SNULOUPYHCGOUV TLG ETILXELPHOELG TOUG, VA ATTOKTGOUV TIC
TIPOKTIKEG 8€ELOTNTEC TTOU ATALTOUVTAL YL TNV AMOTEAEGUOTIKY cUoTOon Kot Ste€aywyr] TwV ETIXELPHOEWY
Touc. To meplexopevo Kat n pebodoloyla mou xpnotponolouvTal Katd th SLAPKELA AUTWY TWV
EKTIOULSEUTIKWY TIPOYPOUUATWY TIPETIEL VAL ETILTPETIOUV TNV TIOAUUEPT AVATITUEN TWV OUASWY OTOXWV,
T(POKELUEVOU VO TIPOETOLUOOTOUV YLO VA AVTLLETWTTIOOUV OAEG TLC TIPOKANOELG TLC OTIOLEG AVTLUETWTTIlEL O
ETUXELPNMATIKOC TOHEQS (LAPKETLVYK, XphHatoddTnon, mpowbnan, mwAnon KATL.).

2.  Me TNV CUUETOXH O poypappata mou Bacilovtal o€ Un TUTKEG LEBOSOUC, Yia TTapASELYUa OTLG
S5paotnPLOTNTEG KLVNTIKOTNTOC TTou AaBAVOUV Xwpa oTo TTAALoLo Tou poypappatog Erasmus Plus tng
Eupwnaikn¢ Evwong. Autd ta mpoypdppota (avtarayEg véwy, katdaption, Evupwmraikr EBelovtikn
Yninpeoia) emtpénouv otoug vEoug va Taéldeliouy 0To EWTEPLKO, VA YVWPILOOUV TN YEVIKI AKOUN KOL TV
ETUXELPNUATIKA KOUATOUPA TWV EEVWV XWPWV KOL Va avamtuEouV Baotkég LKAVOTNTES UE EVEPYO,
Qvemionuo Tpomo.

3. MEe TNV CUUETOXH OF TIPAKTLKA Aoknon o€ 8Ladopeg ELOEPYOUEVES Kol EEEPXOUEVEG ETALPELES
TIPOKELUEVOU VO OTTOKTHOOUV TIPAKTLKNA EUTIELPLO OXETIKA LE TOV TPOTIO AELTOUPYLAG HLAG ETILXELPNONG WOTE

va propéoouv va anodaaciocouv eav n £vapén tng SikNG Toug Startup etatpiag eival pio ebikth 6éa f OxL.
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SUMMARY AND CONCLUSIONS IN HUNGARIAN -
OSSZEFOGLALO ES KOVETKEZTETESEK

A StartUp Akadémia projekt egy ot orszagot képvisel6 (Magyarorszag, Gorégorszag, Romania, Horvatorszag és
Spanyolorszag) 6t szervezetbdl allé egytttmiikodés, melynek célja a célcsoport véllalkozéi ismereteinek és
motivdacidinak azonositasa és fejlesztése, kiilondsen a partnerorszagokban éI6 fiatal feln6ttek korében.

A partnerszervezetek elsé f6 tevékenysége egy kérddives kutatds volt a partnerorszagokban éI6 fiatalok
korében — orszagonként 100-100 f6 megkérdezésével. A kutatds a demografiai adatok mellett (kor, lakdhely,
iskolai végzettség, stb..) vizsgalta a kit6lt6k kilonboz6 készségeit, mint pl. vezetsi képességek,
idegennyelvtudas) illetve Uzleti ismereteit és a vallalkozéva valas hajlanddsagat. A kutatas leginkabb online
zajlott, de papir alapu kérd&ives modszert is alkalmaztunk. A valaszok 6sszegzése utan minden partner
kiértékelte az eredményeket és elkészitette a tanulmanyat, majd a célcsoportrol kapott jellegzetességek, f6
iranyvonalak keriltek 6sszehasonlitasra jelen tanulmanyban.

Romanidban a kitolt6k tobbsége a vidéki terlileteken él, mig Gorégorszagban, Horvatorszdgban és
Spanyolorszagban viszont inkabb varosban. Magyarorszagon, a vidéken és a varosban él6k aranya egyenlé
(36%). Gorogorszag kivételével a megkérdezettek korében a n6k aranya a legmagasabb. Magyarorszagon,
Horvatorszagban és Gorogorszaghan a legtobb kitolt6 18-25 év kdzott van, mig Romaniaban ez az életkor 14-
18 év, Spanyolorszagban pedig 30-35 év. A tanulmdnyra vonatkozdélag elmondhaté, hogy a kit6lték
tobbségének kozépiskolai végzettsége van — Magyarorszagon a kitolt6k 74%-a, mig Horvatorszagban,
Romanidban és Spanyolorszagban 50%-a.
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Az 6sszehasonlito elemzés kovetkeztetései:

v" Avalaszaddk aranya arra vonatkozélag, hogy miként Iatjak magukat 10 év mulva, nagyon kiilénb6z8, de a
“sajat vallalkozasba kezdek” valasz mindig az els6 haromban talalhaté.

v A pénziigyi tervezés az orszagok tobbségében kevésbé ismert, Spanyolorszagot kivéve, ahol vélaszadok
egyenl6 aranyban valasztottak a “mindig” és a “néha” valaszlehet&séget. Horvatorszagban, ahol a kitolték a
legmagabiztosabbak a pénziigyi ismeretek vonatkozdsaban, vélaszaddk 38%-a “gyakran” opcidt vélasztotta.

v A spanyol embereknek j6 eladéi készséggel rendelkeznek az angol nyelven térténd prezentacids képességiik
mellett (korllbellil 70% valaszolta a “mindig” lehet&séget. A romanok és a magyarok korilbelul 40%-a
valaszolta azt, hogy gyakran sikeril neki barmit eladni, de csak kevesen tudnak prezentalni anyanyelviikon
vagy idegen nyelven.

v A horvatok a legmagabiztosabbak eladdasi és prezentacids képességiiket illetSleg. A gérégok viszont jobb
el6adonak tartjak magukat, mint értékesitének.

v Alegjellemz&bb motivacids tényezd a vallalkozéva vélds, am az ez orszagonként eltérd képet mutat, Mig
Spanyolorszagban a meglévé jo 6tletek megvaldsitasa a cél, addig a horvatok, romanok és magyarok a sajat
maguk féndkei szeretnének lenni, a gorogok pedig csak ki szeretnék probalni magukat a vallalkozéi
szférdban.

v Elmondhatd, hogy a legjellemzSbb demotivacids tényezd minden orszagban a tdmogatasok hidnya és a
birokracia.

v" Avalaszokbdl az is megallapithat6, hogy a minden orszag vélaszaddinak vannak iizleti 6tletei, de a
legmagasabb aranyban az “igen” valaszok Spanyolorszaghan és Romaniaban voltak megfigyelhetGek.

v" Erdekesség az is, hogy a megkérdezettek valaszaibdl az is kideriil, hogy amennyiben lehet8ségiik lenne

vallalkozasba kezdeni, azt a szolgdltatd szektorban tennék.

<\

A megkérdezettek a gorogokon kivil 1atjak a sajat hazdjukban az Gzleti lehetGségeket.
v" A kutatasbdl az is kideril, hogy a megkérdezetteknek sziiksége lenne pénziigyi timogatasokra a tréningek

és a partnereken kivil, ahhoz, hogy vallalkozoéva valjanak.
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Ajanlasok a kévetkeztetésekhez:

A célcsoportnal a vallalkozéi szellemmel kapcsolatba hozhatd képességeket és kompetencidkat vizsgaltdk, mint
pl. az idegennyelvismeret (f6ként angol), a finanszirozasi, menedzselési és marketing képességek. A tarsalgasi
szint(i angol nyelvtudas alapvet6 fontossagu az Uzleti szektorban (pl. kapcsolattartas a kilfoldi partnerekkel,
szallitokkal, vasarlokkal és befektetékkel). A jo menedzselési kompetencidk ajanlottak a a megfeleld
adminisztraciohoz (pl. a human eréforrasok, beszerzés, eladas és egyéb terileteken). A marketing képességek
szlikségesek a gordilékenyebb eladasi és biztositasi folyamatoknal és a szélesebb célcsoportot megszélitd
Uzletekben (pl. reklam stb.). A pénzigyi kompetencidk elengedhetetlenek a varhatd koltségek felbecsiiléséhez,
a kiadasok és bevételek kiszamitdsahoz. Tovabba annak nyomonkévetéséhez, hogy a véllalat nyereséges vagy
sem, és a helyreallitdshoz sziikséges megfelel§ intézkedések megtételéhez.

A kompetenciak fejl6dése tobb mddszeren keresztiil elérheté:

1. Avrészvétel egy formalis tréningen segit a fiataloknak abban, hogy olyan gyakorlati képességeket
szerezzenek, amik egy cég alapitasahoz és igazgatdsahoz szilkségesek. A tartalma és mddszertana ezeknek
a tréningeknek képessé tesznek a tobboldall fejlédésre. igy a célcsoport szembe tud nézni az lizleti
életben varhatd kulonboz6 kihivasokkal (marketing, koltségvetés, promdcid, eladas stb.).

2. Részvétel a non-formalis médszereken alapuld programokon, mint pl. az Eurépai Unid Erasmus Plus
Programjaban. Ezek a projektek (ifjisagi cserék, tréningek, Eurépai Onkéntes Szolgélat) lehetvé teszi a
fiataloknak a kilféldre utazast, a kiilénb6z6 orszagok altalanos és vallalkozoi kulturajaval vald
megismerkedést és, hogy aktivan fejlesszék a kulcskompetencidikat.

3. Arészvétel a kilonbo6z6 kimend és bemend vallalatok gyakorlatain, hozzasegit gyakorlati tapasztalatok

szerzéséhez, ami k hozzajarulnak ahhoz, hogy az lzleti életben el tudjdk donteni a sajat vallalkozasukrdl,

hogy megvaldsithato-e vagy sem.
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SUMMARY AND CONCLUSIONS IN ROMANIAN - SUMAR Sl
CONCLUZII

Proiectul Start-Up Academy implicd 5 organizatii din 5 tari diferite (Ungaria, Grecia, Croatia, Romania si Spania)
cu scopul de a identifica si dezvolta abilitatile antreprenoriale si motivatiile grupului tinta, respectiv tinerii
adulti din fiecare stat participant. Prima activitate majora a fiecarei organizatii partenere implicate a fost de a
realiza un sondaj privind antreprenoriatul in randul a 100-100 de respondenti care trdiesc in aria lor de
activitate. Chestinarul a analizat, pe l1anga datele demografice (varsta, studii, loc de locuit etc.), abilitatile
respondentilor (competente de management si marketing, abilitatea de vorbire a limbilor straine), abilitatile
lor de afaceri si dorinta de a deveni antreprenori. Promotorii au efectuat studiul in special pe internet, dar si pe
teren. Dupa centralizarea raspunsurilor, fiecare tara participanta a analizat rezultatele intr-o forma de studiu.
Acestea au fost utilizate pentru a compara caracteristicile si tendintele grupurilor tinta ale statelor implicate si
au rezultat prezenta analiza. Rezultatele studiului vor influenta urmatoarele etape ale prezentului parteneriat
strategic.

n Romania, cea mai mare rat3 a respondentilor locuiesc in mediul rural, in timp ce in Grecia, Croatia si Spania
locuiesc in orase mai mari. Tn Ungaria, o proportie egald (36%) tréieste la sat si la oras. Cea mai mare parte a
intervievatilor din toate térile, cu exceptia Greciei, sunt de gen feminin. in Ungaria, Grecia si Croatia, cea mai
mare rata a populatiei care a completat studiul se afla intre varsta de 18 si 25 de ani, in timp ce in Romania
ntre 14 si 18 ani, in Spania intre 30 si 35. in ceea ce priveste studiile, cea mai mare parte a respondentilor din
toate tarile au absolvit liceul. Cel mai mare procent de intervievati care au obtinut diploma de bacalaureat a
fost inregistrat in Ungaria (74%), in timp ce in Croatia, Romania si Spania 50% dintre respondenti din au

absolvit liceul.
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Concluziile studiului comparativ sunt:

v" Clasamentul respondentilor din fiecare tara participants cu privire la modul in care se vid in 10 ani este
foarte diferit, insd "initierea propriei afaceri" apare intotdeauna n primele 3 alegeri din toate statele

v Planificarea financiara este doar uneori bine inteleass in majoritatea tarilor, cu exceptia Spaniei in care o
proportie egald a persoanelor (41%) a optat pentru optiunea "intotdeauna" si "uneori" si Croatia, unde
intervievatii sunt mai increzatori in legdtura cu cunostintele lor financiare (38% a ales optiunea "des")

v" Spaniolii dispun de abilititi foarte bune de vanzare si de prezentare in limba englezé (aproximativ 70% au
optat pentru optiunea intotdeauna). Romanii si maghiarii sunt capabili sa vanda des ceva (aproximativ
40%), dar doar uneori sa prezinte in limba materna sau in limba engleza. Croatii sunt mai increzatori in
legdtura cu abilitatile de vanzare si de prezentare (au optat in special pentru raspunsul "de multe ori").
Grecii se considera prezentatori mai buni decat vanzatori.

v" Cel mai mare factor motivator pentru a deveni intreprinzitor este diferit de la o tar la alta, in timp ce
respondentii spanioli subliniaza ideile lor bune, croatii, romanii si maghiarii ar dori sa devind propriul lor sef
si grecii sa se testeze ca antreprenori.

v" In toate térile, cel mai mare factor de demotivare pentru a-si stabili propria afacere este lipsa fondurilor si
birocratia.

v" Respondentii din toate statele participante au idei de afaceri, cea mai mare parte a raspunsurilor "da" fiind
inregistrate Tn Spania si Romania

v' Cea mai mare parte dintre intervievatii din Spania, Ungaria, Croatia, Romania si Grecia ar opta pentru
furnizarea unor servicii daca ar avea posibilitatea de a-si initia propria afacere.

v" 1n afard de greci, respondentii din toate celelalte t&ri vid oportunititi de afaceri in zona lor.

v Respondentii din toate tarile ar avea nevoie de sprijin financiar pentru a deveni antreprenori, dar, de
asemenea, dar intre optiunile intervievatilor se regasessc si nevoia de formare si de a obtine parteneri de

afaceri.
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Recomandari privind concluziile:

Domeniul principal de interventie privind grupul tinta este dezvoltarea abilitatilor si competentelor, in special a
celor legate direct de antreprenoriat, de exemplu comunicarea in limbi straine (in special limba engleza) si
abilitatile financiare, manageriale si de marketing. Vorbirea limbii engleze la nivel conversational este esentiala in
sectorul de afaceri pentru a incheia parteneriate straine, pentru a stabili legaturi cu potentiali clienti, furnizori sau
chiar investitori externi. Competentele manageriale bune sunt recomandate pentru administrarea adecvata a
companiei si / sau departamentelor sale, in ceea ce priveste resursele umane, achizitiile, vanzarile si alte procese.
Abilitatile de marketing sunt necesare pentru a fluentiza procesul de vanzare prin promovarea serviciilor si / sau
bunurilor furnizate pentru un grup tinta mai larg pe piata (publicitate, relatii cu publicul etc.). Competentele
financiare sunt indispensabile pentru a determina Th mod adecvat costurile, marja si veniturile, pentru a
monitoriza dacd societatea comerciala este profitabila sau nerentabila si pentru a lua masurile necesare pentru a
remedia situatia.

Dezvoltarea competentelor se poate realiza prin mai multe metode:

1. Participarea la sesiuni de formare formala legate de acest domeniu care ajuta tinerii dispusi sa-si creeze start-
up-uri pentru a dobandi abilitatile practice necesare pentru a-si infiinta si conduce eficient afacerile.
Continutul si metodologia utilizata in cadrul acestor cursuri ar trebui s permitd dezvoltarea multilaterala a
grupurilor tinta pentru a le pregati pentru a face fata tuturor tipurilor de provocari cu care se confrunta
sectorul de afaceri (marketing, financiar, promovare, vanzari etc.).

2. Participarea la programe bazate pe metode non-formale, de exemplu in cadrul mobilitatilor care au loc in
cadrul programului Erasmus Plus al Uniunii Europene. Aceste proiecte (schimburi de tineri, traininguri,
Serviciul European de Voluntariat) permit tinerilor sa cdldtoreasca in strdinatate, sa se familiarizeze cu cultura
generala si antreprenoriala a tarilor straine si sa dezvolte competente cheie intr-un mod activ, informal.

3. Participarea la stagii in diferite companii interne si externe pentru a obtine experienta practicd legata de

modul in care opereaza o afacere pentru a putea decide daca initierea unui startup este o idee fezabild sau nu
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